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introduction
contents

This is the third installment of the report series Buy Online Pickup In-Store: State of the Industry, 
where we ranked the different segments of the industry’s current BOPIS experience by retailer. 
That report is based on a collaborative study between Secret Shopper and IHL Group.

During the 2018 Holiday period, we sent 300 secret shoppers to research and rank the entire 
BOPIS process for 10 top retailers across the US. The rankings are based on our shoppers’ 
experience during the online purchase, notification and the in-store pickup process across the 
Northeast, South, Midwest and Western U.S.

For this report, we take a deeper look into the pickup portion of the results to see what 
factors influence the pickup experience. Our goal is to highlight the specific areas of the 
process that have the largest impact on customer satisfaction ratings related to the pickup 
experience, as well as the overall BOPIS experience.
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 9 Macy’s

 9 Nordstrom

 9 Staples

 9 Target

 9 Walmart
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The Retailers Surveyed Include:

 9 Bed, Bath and Beyond

 9 Best Buy

 9 The Home Depot

 9 Kohl’s

 9 Lowe’s Home Improvement
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METHODOLOGY AT A GLANCE

The metrics in this report are based on the BOPIS Experience Scale, a survey instrument developed by 
Dr. Haroon Abbu, Vice President of Analytics at Bell and Howell. The scale measures and scores the four 
components of a BOPIS experience by asking consumers to rate their:

• Online purchasing experience

• In-store pickup experience

• Total pickup time from entry to exit

• Likeliness to recommend/use the service in the future

Each criterion is scored on a five-point Likert scale. The overall BOPIS score is calculated based on weighted 
scores of each component. The same scale can also be used to measure the impact of implementing               
in-store pick up technology and to assess any uplift in net promoter score. 

300
 Shopping Experiences

2018
Oct - Dec

United States

BOPIS EXPERIENCE SCALE
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wHat makes a Best-in-class in-store Bopis experience?
The goal of this report is to look at the specific areas that strongly enhance the customer’s experience once they arrive at the store to pick up. As we stated 
in the State of the Industry report, the ratings were strong for the online order process, with an average score of 4.36/5.0, with companies such as Lowe’s, 
The Home Depot, Best Buy, Nordstrom and Kohl’s leading on the online experience. However, average satisfaction scores began to breakdown for many of 
the shoppers in our study once they arrived at the store. In this regard, the average ratings ranged, per retailer, from 4.73 to 3.87.

For our analysis, we focused on the following key areas and share insights on best practices for the following:

Inside the StoreOutside the Store Staffing Issues

Execution (timing and order 

accuracy)

Where Automation Can 

Improve the Process
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Outside The Store

THE EXPERIENCE STARTS IN THE PARKING LOT

Every customer wants to feel special. And when it comes to BOPIS, 
simple and seemingly small details, like a designated parking space for 
BOPIS customers, can have a huge impact on the customer experience. 

When a designated parking space is available, the overall time for the 
pickup experience is reduced on average 28.4%. First impressions 
matter, and retailers who provide a dedicated parking spot start the 
entire pickup process off positively. Not surprisingly, the time it took 
for consumers to get their merchandise at stores that offered BOPIS 
parking spaces was 29% faster when they went inside.

In fact, in every single pickup category, the experience for retailers 
having a dedicated parking space was rated 5% higher or more. 
Customers who had the dedicated parking spot were 7% more likely 
to use the service again, 4% more likely to recommend it to others, and 
6% more likely to buy additional items in store on their trip. 

Amazingly, this one detail was enough to move the average customer 
from “Likely to Use” to “Very Likely to Use” when considering BOPIS again 
for a future purchase.

Small Detail, Big Impact

Setting aside a designated parking space for 
BOPIS customers reduces time in the pickup 
experience by 28%.

Oh, No! Not Another Full Parking Lot!

When customers can drive into a 
dedicated parking spot, they are 7% 
more likely to use the BOPIS program 
again.
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The first detail consumers look for when they come into the store for BOPIS pickup is clear signage directing them to their pickup location. This has a major 
impact on the time it takes to complete the pickup process as well as the overall experience ratings. In fact, for retailers without clear signage, the in-store 
pickup process takes more than twice as long for consumers to complete.

Clear and visible signage also has significant impact on the customer’s first impression of their interaction with an employee. Here, we saw a 9% (4.46 vs 
4.09) improvement in average satisfaction ratings when customers saw informative BOPIS signs. In other words, without clear signage, you are more likely 
to have a frustrated customer once they arrive at the pickup location. But the impact on the customer experience actually carries much further. The overall 
BOPIS experience rating improves 12% and the pickup experience specifically raises 17% for stores that displayed pickup-specific signage.

The impact of having clear signage on future visits is even more significant. Shoppers that experienced clear signage were 14% more likely to use the 
service again, 14% more likely to recommend the service to others and 9% more likely to buy additional items.

CLEAR SIGNAGE STREAMLINES THE EXPERIENCE

More Likely to Use 
the Service Again

14%

More Likely to Recommend
the Service to Others

14%

9%
Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied

More Likely to Buy
Additional Items

The Power of

Clear Signage

BO
PIS
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Another area that greatly impacts customers’ pickup experience and satisfaction is the physical location 
for pickup within the store. The main difference our secret shoppers encountered was whether the retailer 
provided a dedicated pickup location or if pickup was simply part of the customer service counter. Those 
with a dedicated area for pickup rated their pickup experience 7% higher and the overall BOPIS experience 
8% higher.

When providing a dedicated place for pickup within a store, location matters! Having the pickup area in 
the front of the store increased the satisfaction of the overall BOPIS experience by 7%. This is especially true 
when it comes to consumers over 55. These shoppers are 75% less likely to use the service if the pickup 
area is in the back of the store. 

But this is where the tradeoff appears: shoppers were 5% more likely to buy additional items if they had to 
walk through the store to get to the pickup location due to the “impulse buy” opportunities along the way. 
In other words, if you have clear signage for pickup, having consumers walk past other items in the store 
increases the likelihood of additional purchases. However, ratings go downhill fast if you don’t have clear 
signage and a fast experience once the customer gets to the pickup area. 

At the end of the day, while consumers knowing exactly where to go when they hit the store has more 
impact on buying additional items than having a front of store location, the overall rating of the pickup 
experience is lower if the location is in the back of the store.

LOCATION, LOCATION, LOCATION

Neither Here Nor There
Whether it’s in the front of the store 
or the back, a clearly marked and 
dedicated pickup area is key to a 
successful BOPIS experience.

THE LOCATION TRADEOFF:
Pickup in the Back of the Store

5%h 6

75% 
h

Likelihood of choosing BOPIS for 
customers aged 55+ when pickup 

is in the back of the store

Likelihood of impulse 
purchases walking to the 
back of the store for pickup



7

Inside The Store

www.BellHowell.net

Finally, having proper staffing is critical to the success of 
BOPIS at locations without automated pickup options. 

Those shoppers that experienced pickup areas that 
were not adequately staffed stated that their pickup 
experience took 3x longer than others. Yet those 
locations that did not have a staffing problem rated 
the overall pickup experience 38% higher, the overall 
BOPIS experience 25% higher and the interaction with 
employees 25% higher than those with poor staffing. 

But as we have seen with other best practices, it is the 
wallet share impact that is most significant. Shoppers 
who stated the pickup area was properly staffed said 
that they were 22% more likely to use the service again 

and 22% more likely to recommend 
the service to others. They were also 

9% more likely to purchase more 
items in the store area. 

CONSISTENT STAFFING LEVELS ARE A MUST

Impact of Adequate Staffing Compared to 
Understaffed Stores

25%

25%

38%Overall Pickup Experience

Interaction with Employees

Overall BOPIS Experienceh

h

h

h
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Another significant area that affects customers’ 
BOPIS perception is the time it takes for associates 
to find items in an order. It’s not surprising that 
the more time it takes associates to find items, 
the lower the overall customer satisfaction rating. 
In the instances where the associate found the 
item within 1 minute or less, customers rated 
the likelihood of using BOPIS again an average 
of 4.63/5.0. This drops only 3% if it takes up to 4 
minutes, but drops 11% after 4 minutes and 24% if 
it takes more than 10 minutes. 

Likewise, the rating of the pickup process drops 
36% if it takes 10 minutes or more to find the 
items. Generally, the faster the better, but under 4 
minutes is the sweet spot for the best experience 
and the greatest likelihood of recommending the 
service to others. 

The amount of time it takes to pick up an order 
also impacts the buying of additional items 
during the trip. Those with a pickup experience 
of 1 minute or less are 12% more likely to 
purchase additional items. Four retailers in our 
study averaged times of less than 2 minutes for 
associates to locate items in their orders: Bed Bath 
& Beyond (1 minute 17 seconds), Lowes (1:25), 
Home Depot (1:27), and Best Buy (1:34).

IT’S ALL ABOUT TIMING
Retailers with Pickup Times 
Under 2 Minutes

3.40

3.79

4.22

1:17

1:17

1:27

1:25

1:34
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A subtle, but critical, best practice in the manual pickup model is keeping an employee in front of the customer during order 
pickup. Ideally, orders are already behind the counter and the associate simply pulls the order without leaving the counter. 
When the items are not readily accessible, the research shows it takes the associate 329% longer, on average, to retrieve the 
package. 

This majorly impacts almost every satisfaction rating. When the product is readily available at the counter, the shopper is 24% 
more likely to buy something else on that trip and 17% more likely to both use the service again and recommend it to others. 
Their rating of the overall process is 23% higher and their rating of the employee is 13% higher.

Interestingly, if the employee at the counter radios to another associate to bring the item from elsewhere, the ratings do not 
change significantly. But if the associate does have to leave the counter it affects every single rating measured, most specifically, 
ordering additional items, using the service again, and recommending it to others. 

One action that has a surprisingly positive impact on the pickup experience is item verification by the customer. If they confirmed 
the order was correct before completing the process, not only did the order accuracy go up by 4%, but the rating of the pickup 

experience went up 7% and the overall BOPIS experience increased 6%. Additionally, asking to verify the order increased the 
perception of the employee and the retailer’s employees overall by 12%, providing goodwill going forward.

PRESENCE IS IMPORTANT 

Customers prefer when the employee they 
meet at the counter, stays at the counter. 
Whether their order is retrieved on the spot 
or brought up from the back by another 
associate, consistency in who stays in front of 
them is key.

Stay Where You Are!
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It should come as no surprise that the interaction of the associate with the shopper has a direct impact on the 
view of the experience. An engaged employee who can access and fulfill the order right at the counter goes a 
long way towards the overall perception of the experience.

For consumers who were extremely satisfied with the employee interaction, the likelihood of using the service 
again was 4.52/5.0 and the likelihood of recommending the service to others was even higher at 4.61/5.0. The 
likelihood of using the service again drops to 4.0/5.0 if the consumer was only somewhat satisfied with the 
associate. If they were neither satisfied or unsatisfied with the interaction with the associate, the likelihood of using 
the service again dropped to a similar level of 3.5/5.0. 

This is the heart of the matter. Just as the overall quality of associates affects your store 
sales and customer retention, it is even more essential to have consistently friendly 
and engaged interactions during the customers’ in-store pickup experience. The 
challenge, of course, is ensuring that employees consistently deliver the best 
experience possible across every touchpoint. This is particularly difficult for retailers 
in today’s tight labor market.

IMPACT OF THE ENGAGED ASSOCIATES

Extremely Satisfied

Somewhat Satisfied

Neither Satisfied or Unsatisfied

Calling All Employees
The quality of care associates give 
customers can be the difference 
between a one-time and a repeat 
BOPIS customer.
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We asked our shoppers whether they believed that implementing new technology to automate the pickup process would improve their overall BOPIS 
experience. For every retailer, over half of our shoppers said yes. In Walmart’s case, our shoppers reported a 13% increase in their satisfaction rating. It also 
improved their likelihood of repeating the service by 8% and likelihood of recommending the service to others by 9%. 
Looking deeper in the data, we wanted to understand which elements of the pickup process automation can improve 
the most. 

It is important to note that automation is not a silver bullet to fix a poorly executed BOPIS program. As customer 
adoption rates increase, manual pickup methods, such as curbside pickup and service desk pickup, can quickly 
become overrun, costly and inefficient. Automated pickup technology, such as automated lockers and pickup 
towers, streamlines the last segment of the in-store pickup process. 

The key to a successful BOPIS program, when automated technology is introduced, is having a strong 
implementation plan and associate training program. Thoroughly coaching your associates to both use the 
technology and guide customers is important to customer satisfaction and retention. Having a creative and clear 
marketing plan to help promote the new service both educates and engages consumers.

The trailblazer of automated pickup technology in our study is Walmart and their Pickup Towers. In this section, 
we will focus on the areas that saw the most improvements in satisfaction rating that our shoppers experienced 
while using the new technology.  

STREAMLINED PICKUP EXPERIENCES AT SCALE

Adding automation is not a break-fix solution to a BOPIS 
program. It is, however, a valuable addition to a thorough, 
well-planned experience that can grealty increase the 
likelihood of repeat use by customers.

An Enhancement, Not a Cure
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As we reported in the State of the Industry report, consumers rated the in-store pickup experience at 4.37/5.0, slightly below the rating of the overall BOPIS 
experience of 4.4/5.0. In Walmart’s case, our secret shoppers experienced a 13% improvement in the overall BOPIS experience, from a 3.40 to 3.84 when 
automation was used. Satisfaction with the in-store pickup experience increased by 9% from 3.60 to 3.92. Our shoppers were 8% more likely to use the service 
again and 9% more likely to recommend this service to others when the pickup tower was used instead of a customer-facing associate. 

Secret shoppers also experienced a 29% improvement in the speed of the pickup when automation such as lockers and pickup towers were used in the 
process. When looking at our shopper’s satisfaction scores with Walmart’s Pickup Towers, they reported a 60% improvement in the time taken to fulfill the 
orders. Additionally reported was a 7% increase in order accuracy and 12% increase in the likelihood to purchase an additional item at the store when using an 
automated system. 

Looking across retailers, the single greatest determining factor for shoppers as to whether automation would help was the shopper’s satisfaction with employee 
interaction. If consumers were highly satisfied with the employee, only 44% of the shoppers reported they felt that the experience could be improved with 
automation. This climbs to 55% if the interaction with the associate was rated as somewhat satisfied and 69% if they were neither satisfied or dissatisfied with 
the employee interaction. 

One interesting note is to understand when a retailer should look to roll-out automated solutions. When we look at this question regionally, we find some 
interesting insights. Those shoppers in the South and Northeast both had an overall 54% positive saying that automation would help the pickup process. Where 
it would be least accepted is the West with only 35% saying automation would improve the experience. 

SATISFACTION, SPEED, AND A CONSISTENT EXPERIENCE

SUCCESS OF WALMART PICKUP 
TOWERS AND AUTOMATION

60%

12%

7%

Improvement in Time Taken to 
Complete Pickup Process

Increase in Likelihood to Purchase 
an Additional Item at the Store

Increase in Order Accuracy
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There are many ways that retailers can improve the pickup experience for BOPIS. It starts with dedicated parking and clear, concise signage. The location of 
the pickup in the store is important, but less important than the process being quick once the customer gets to the location. Although consumers greatly 
appreciate having the pickup point at the front of the store, they are more likely to be enticed with additional purchases if the pickup location is at least part 
way through the store. Retailers must decide which is more critical to their future success: a higher rated process for the pickup experience for all customers, 
or increased sales potential on those coming into the store, at the expense of the BOPIS experience process. 

The single most critical factor for a non-automated pickup experience is for retailers to have the area properly staffed with friendly, competent associates 
who have the merchandise close at hand so that they do not have to leave the presence of the consumer. Overall, the process must take 4 minutes or less. 
If any of these factors are not met, the customer experience is negatively impacted.

The areas where most retailers struggle is having a consistent positive experience across all of their stores. Automating the pickup process can provide 
significant returns for retailers. Those who have a well thought out implementation plan, marketing initiative and thorough coaching will see significant 
improvements in operational efficiency, customer satisfaction, and more importantly, higher customer retention and brand advocates. 

keY takewaYs

Proper Staffing Affects One-Time 
or Repeat BOPIS Use
From number of associates 
to length of face time, 
employee quality rules the 
non-automated BOPIS pickup 
experience.

Customers Need a Consistent 
Experience Across Store Locations
Success at one store location 
isn’t enough. Retailers need 
a scalable, thorough plan for 
implementing automated 
BOPIS pickup across all stores.

Pickup in the Front or the Back 
of the Store is Up for Debate
Pickup in the front of the store 
is appreciated by all, but greater 
sales potential lies in a pickup 
point at the back of the store.

BO
PIS

Final Thoughts
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Although it remains a small part of overall business for many of 
these retailers, BOPIS is the area of greatest sales growth year 
to year.  There appears to be a big difference between those 
retailers who are prioritizing the process from end-to-end versus 
only parts of the experience so far.  Most have optimized the 
online buying process regardless of the delivery mechanism.  
But to fully take advantage of the location advantage that BOPIS 
can provide, optimizing the entire end-to-end experience will 
have to become a top priority for these retailers to continue 
their growth.

final tHougHts

Address the Entire BOPIS Experience

The most successful BOPIS programs 
treat the experience holistically, uniting 
automation, quality staffing and attention to 
the customer experience from shopping 
online to picking up an order at the 
store.
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otHer retail resources onlY from Bell and Howell

BOPIS State of the Industry: Part 2

Discover the Impact of the Online Purchase 
Process

In the second installment of this secret shopper 
research, take an in-depth look at the online and 
notification portion of the BOPIS experience from 
the consumer’s perspective and gain insights to 
help your Buy Online Pickup In-Store strategy.

Download today.

BOPIS State of the Industry: Part 1

A Closer Look at the Customer Experience

In the kick-off to this groundbreaking research 
study, explore the BOPIS experience offered by 
the top ten retailers across the U.S., as reported 
and ranked by a team of secret shoppers. Where 
are retailers succeeding, and where are they 
falling flat? Discover the answers in this report.

 Download today.

The Real Value of Automated Pickup Solutions

Win the Battle for Customer Loyalty

Retailers who are focusing on streamlining 
processes with automation are winning the 
battle for customer loyalty. If you are looking 
to quantify the costs of an automated solution, 
look no further. In this piece, we explore the 
real, measurable benefits an automated click-
and-collect solution can bring to both you 
and your customers.  

Download today.
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Bell and Howell is one of the largest and most sophisticated service organizations in North 
America, leveraging innovative technologies and unrivaled service capabilities to help its 
customers increase efficiency, reduce costs, and improve their customer experience. 

Boasting a rich history and expertise in mechatronics and workflow efficiency, the company 
delivers comprehensive automation solutions in retail click-and-collect, production mail, and 
pharmaceutical factory intelligence. Headquartered in Durham, N.C., Bell and Howell has more 
than 800 highly-skilled field technicians, 24/7/365 customer service and technical support 
centers, as well as advanced remote monitoring and diagnostic capabilities.

Bell and Howell

Visit www.bellhowell.net for more  
information about comprehensive 
automated services and solutions.

Bell and Howell
Office:  +1 800-961-7358
email:  info@bhemail.com

3791 South Alston Ave
Durham, NC 27713
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